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Transaction processing + marketing/sales and operations finance = FINANCE DEPARTMENT 

It all adds up! 


Q: Describe the responsibilities of 
your department. 
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company. He was promoted to vice 
president of finance and accounting in 
1991, and to senior vice president and 
chief financial officer in 1994. 


Q: What is your role in the company 
as senior vice president and chief 
financial officer? 



A: The finance area includes about 
160 employees. If you divided our 
group into functions, you would find 
that about half of our group handles 
transaction processing and the other 
half serves the functions of the com¬ 
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A: My role as chief financial officer of QCiy O 

the company boils down to serving as jobs to the 
the custodian of all the financial best of the 

records for the company. And with that j 

comes the responsibility to make sure 
that those records comply with the prescribed laws for 
publicly held companies. 

/^.TlK^laws fall intatworereas. One, the Generally 
T^\cge^d|A^countiug'^inciples, called GAAP, And two, 

'. ollTheiSEG'Tegulationsitwhich is the Securities and 
t .? j I , ,xr hange > Gpinmissjpnj«So, a great deal of our responsi¬ 
bilities ^m'liiTnakingsure that we maintain records that 
" i mjiet.anTo^irements of GAAP and SEC regulations, This 
^;^nctiOTwp>rirfeily’performed by the general account- 

Talso SBrve finalp Executive Management Team of 
R.J. Roynoldsyoracco Company, It is the responsibility 


"1 give a great deal of 
credit to the people 
who work with me 
directly — but even 
more importantly, to 
the 166 people who 
every day — day in 
and day out — do their 
jobs to the absolute 
best of their abilities," 
Ken Lapiejko 
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bsolute Let me give you,two examples': In 

abilities," disbursements pperu‘iQn?V we use 

>n Lapiejko imaging tec..*Fylu^jjt- '-fr ...voices. 

This process puisne juboice into our 
computer accounting system and xhe^,Vr's pay it. There is 
no paper work involved after the i ni t ial pi ece of paper 
comes in. Using this system has been a tremendous asset 
for us. And, we are one of the very few 
companies that currently use this 

technology, 

But, perhaps th" biggest contributor 
to unproved effi ciency and our bottom 
linfes electronic Juhds transfer — 
called EFT. This program allows us to 
collect our money very quickly. If a 
customer who places a product order is 
on EFT, the company gives them a 
discount for transferring their funds to 
us electronically. In other words, they 
don’t send us a check that we have to 
deposit. Nearly 90 percent of our 
customers are on EFT. And, we receive 
our money the same day from ^ ^ 
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Talso serve affthe Executive Management Team of 
R.J. Roynoldjyfownco Co mpan y, It is the responsibility 
of the financiaFplanning fitnctionto prepare both our 
current ye^^a^nc^hudgfetsjmia'the strategic-plan 
financial8p|iey aWmoiailor'^ci.'r^ort results against 
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controls in'piace to makb surafcat everything is working 
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(continued from page 1) 

94 porcent of those on EFT. That means that the day the 
order is shipped, wc draft their bank accounts and 
receive payment in ZERO days. It adds up. At RJR, with 
$4.5 billion dollars of sales annually, we have less than a 
k half a million dollars in bad debt a year. 

f m . Q: What 1$ the second area of responsibility 
handled by your department? 


A: The second area of 
responsibility is 




recognized for their contributions to the perform¬ 
ance of this company. 

Q: What are you most proud of within your depart¬ 
ment? 

A: That’s easy — the people that we have in our 
finance organization. I think they have continually risen 
to the challenge as our business has become more 
complex and more challenging. We’ve been able to rise to 
the occasion with fewer people and have been able to be 
a true partner with the rest of the executive team in 
making decisions to move this company forward. I give a 
great deal of credit to the people who work with me 
directly — but even more importantly, to 
the 166 people who every day — 
V: v : day in and day out — 


marketing/ 
sales finance and 
operations finance. These are 
the people who are directly 
involved with the decisions impact¬ 
ing the sales, marketing and production 
of RJR’s products. The responsibilities of 
these areas are not only to take care of the 
budget, accounting and financial records, but 
also to work as a team member with the people 
who make, market and sell our cigarettes. They give 
insight on the best alternative and the best cost plan to 
execute programs. These people report to finance but, 
really, they are much more aligned with the functions 
they serve rather than finance. 

Q: Whal advantage does having finance employees 
as members of the brand marketing and selling teams 
have for Reynolds Tobacco? 

A: Decisions are made by cross-functional teams, so 
more aspects of the impact of the project are reviewed. 
Also, prior to having cross-functional teams including 
finance employees, the finance department was probably 
viewed as the people who took care of the budget, took 
care of the accounting, took care of the numbers. Today, 
they are still the people who do that but much, much 
more, Most people in the company value the finance 
organization for what they do to enable the company to 
coine up with better programs to run more effectively and 
efficiently. I’m very pleased to see the finance department 


do their jobs to 1 ' \ - 

the absolute best of their . .. 

abilities. They’re always, always 
looking for ways that we can do things 
better. 

€t: Describe your management philosophy? 

A: My management philosophy is that we all know our 
jobs and that we can have fun getting those jobs done. I 
believe we need to create an environment at RJR where 
people have goals they can attain, and that they can have 
some fun getting to those goals. It’s like the old saying, 

'all work and no play makes Johnny a dull person.’ I 
think that’s true. I know it’s true on a personal level. My 
wife, Linda, has been a tour guide at Whitaker Park on a 
part-time basis for about eight years. She does it because 
she loves this company, and she wants to be a part of 
RJR. Wa both enjoy our jobs and have fun doing them, 
but we don’t talk about what’s going on at Whitaker Park 
or downtown when we leave work at the end of the day. 

Q: What are Reynolds Tobacco’s goals for 1997? 

A: Our primary goal is to address the decline in our 
full-price business. We’ve got to turn it around. And, 1 
believe we have the ability to do it. We have a lot of ideas 
that are in nroeress, Obviously, not all those ideas are 




going to come lo fruition, but, 
because of the number of ideas we’re 
working on, I believe we'Jl be suc¬ 
cessful with one or two of them. Our 
company continues to be the innova¬ 
tor in the industry. We've shown that 
by introducing products such as 
Eclipse. 

Another thing I think we need to do 
is to build our retail and trade pro¬ 
grams to bring retailers and wholesal¬ 
ers — the people that we sell directly 
to — to participate in our programs so 
RJR can be more competitive with the 
other cigarette manufacturers. 

And, just like last year, because of 
our limited funds, we have to continue 




using our financial resources wisely. 

While we are working to turn our full- 
price brands around, we still have to 
deliver modest growth in earnings. Members of RJR’s 

In order to do that, we have to be Watson, George V 
very cost conscious with every penny 
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Members of RJR’s operations finance division include (from left) Dennis 
Watson, George Williams, Garland Fearrington, Vicki Price and Terry Myers. 

i to take a Q: What do you see employees doing well that will 

sound business help us achieve our marketplace goals? 
le the people who 

i they need. A: I’m glad to see employees focusing on the business 

at hand. I think focus is very important at this time. Some 
S In achieving years ago, we didn’t have many new innovative market¬ 
ing ideas. That's changing. For example, in exploring 
new options for Winston, we developed two concepts 
5 working against simultaneously. As a result of this approach, we were 
npatient with us. able to pull from both the campaigns for a stronger 
mtly as possible, position for Winston, Having multiple paths that we are 

. do the right working on, in addition to developing more creative 

)rd mistakes. avenues, is paying off. 

1 11-price business One of the things that Andy Schindler has told us is 

his category is a that in the past, we’ve been viewed by some as a “boring 
industry.” I don’t think Reynolds Tobacco is a boring 
company any more. Not when we’re coming up with 
products like Eclipse, Red Kamel and Camel Menthol. 
We’re no longer boring in our advertising; and, we won't 
be boring ever again. ■ 
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A. In 1989, she became the 
first female Episcopal 
bishop. 

B. An astronaut and physician 
aboard the space shuttle 
Endeavor in 1992, she was 
the first Black woman in 
space. 

C. Founded today’s blood 
banks as a result of his 
research in the field of 
blood preservation. 

D. The youngest man and the 
first black to head the Joint 
Chiefs of Staff. 

E. Founder of the modern day 
"hot comb,” she was the 
first Black millionaire 
businesswoman. 

F. Playwright whose 1959 
Broadway hit “A Raisin in 
the Sun” was the first play 
written by a Black person to 
win the New York Drama 
Critics Circle Award for Best 
Play of the season. 

G. Director of pediatric neuro¬ 
surgery at Johns Hopkins 
Hospital, he led in the first 
successful separation of 
Siamese twins joined at the 
back of the head. 

H. He discovered more than 
two dozen products includ¬ 
ing milk, coffee, ink, soap 
and cheese that could be 
synthesized from the peanut. 


BLACK 

HISTORY MONTH 


Directions: Match the follow¬ 
ing names below to the de¬ 
scriptions. See answers at the 
bottom of this page. 

1. Dr. Charles Drew 

2 . Barbara Harris 

3. Dr. Ben Carson 

4. Dr. Daniel Hale Williams 
5. Ralph f. Bundle 
6. Dr. George Washington Carver 
7. Madame C.J. Walker 
0. Crispus Attucks 
9. Colin Powell 
10. Lorraine llansberry 
11. W.C. Handy 
12. Paul Robeson 

13. Elizabeth Catlett 

14. Wilma Rudolph 

15. Althea Gibson 

16. Mae Jemison 


I. Father of the Blues, he was 
the first composer to pub¬ 
lish a blues song. 

J. In 1893, he performed the 
first successful open heart 
surgery. 

K. A seaman and a patriot, he 
was the first American to 
die in the struggle for 
American independence 
during the Boston Massacre 
in 1770. 

L. Primarily a sculptor, she 
won fame for her prints of 
heroic Black women. 

M. In 1957-58, she ranked first 
nationally among women 
tennis players winning the 
U.S. Open, Wimbledon and 
the French Open. 

N. Negotiated successful end 
to first Arab-Israeli Wax in 
1950 and, as a result, was 
the first Black to receive the 
Nobel Peace Prize. 

O. 1960 U.S. Female Athlete 
of the Year, she broke every 
record in 100-meter and 
200-meter events. 

P. An accomplished singer, 
actor, scholar and athlete, 
he was also committed to 
many social causes, 
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EDITORIAL 


Breast cancer link not to their liking 

By Michael Fumento 

The Washington Times 
Wednesday, Oct. 30,1996 
Reprinted with permission 


I know saying the media use double standards is about 
as startling as noting that large spiders with hairy legs 
are ugly. But every once in awhile along comes a spider 
that is, well, particularly large, hairy and ugly and bites 
you right on the butt. 

Such an arachnid has dropped from its web in the fuss 
and furor over a study appearing in the Journal of Epide¬ 
miology and Community Health, which found that abor¬ 
tion appears to increase the chance of developing breast 
cancer by 30 percent. The team of four authors was led by 
Dr. Joel Brind of Baruch College in New York. They 
estimated that 5,000 American women develop breast 
cancer each year as a result of having had an abortion. 

Usually when the media hear something they don’t like, 
they just ignore it, hoping that their readers and viewers 
will never even find out about it. But this time, they 
attacked like piranha on steroids. 

Among the headlines, "Abortion foe accused of igniting 
cancer scare,” “Abortion-cancer link called into question,” 
“Abortion link to cancer debated: 

Study’s validity comes under fire,” 

“Disputed study links abortion, 
cancer,” “Abortion-breast cancer 
study called politically biased," 

“Bias in abortion study is charged,” 
and “Conflict of interest charged in 
abortion.” 

(There were exceptions, however, 
like The Washington Times’ “.Strong 
abortion-breast cancer link revealed.”) 

Most of the media attack targeted 
Dr. Brind personally. They said he is 
vehemently anti-abortion; indeed, he 
has published in the National Right 
to Life News. Resipsa loquitur, right? 

The thing speaks for itself. Toss Dr. 

Brind’s peer-reviewed study, which appeared in a re¬ 
spected medical journal, right into the fire. Hell, toss Dr. 
Brind in after it. 

But not so fast. One of his co-authors, Vernon Chinchilli, 
is pro-abortion rights. Further, the Brind study has been 
praised as valid by such pro-choicers as Dr. Janet Daling, a 
Seattle, Wash., epidemiologist. She defended it as “a fair 
job of compiling the data,” and “very objective and 
statistically beyond reproach." Dismissing Dr. Brind as 
biased just won’t wash. 

Meanwhile, back in January 1991, Dr. Stanton Glantz of 
the University of California at San Francisco published a 
report linking secondhand cigarette smoke to heart 
disease. Coincidentally, Dr. Glantz's study also found a 30 
percent increased risk and Dr. Glantz’s study also was 
what’s called a mcta-analysis. That is, it was based on a 
compilation of previous studies. 

Yet Dr, Glantz back in the 1970s founded the American 
Nonsmokers’ Rights Foundation. Every reporter who’s 
ever covered tobacco issues knows of Dr. Glantz’s activ¬ 


ism. Yet Dr. Glantz’s study was widely covered in the 
media without criticism, but rather with such headlines 
as “More bad news on passive smoking,’’ “Study cites 
secondhand smoke peril,” and “Passive smoking is a 
mass killer.” 

In addition to charging bias, the media readily pointed 
out that Dr. Brind's study had found only a 30 percent 
increase, It found experts to say that given the inexact¬ 
ness of epidemiology, a 30 percent increase may not 
mean anything. That is, indeed, the generally accepted 
belief among epidemiologists, whether we're discussing 
secondhand smoke, abortion and breast cancer, or 

anything else,__ 

But remember, the uncriticized Glantz study found 
exactly the same increase, and then the media said it 
meant everything, More damningly, a preliminary EPA 
meta-analysis on passive smoking and lung cancer found 
a mere 28 percent increase, while a later one found a 19 
percent increase. But in both those cases, the media 

“ruled” that the increases were so 
obviously meaningful that it was 
unnecessary to consult any number 
of epidemiologists who would have 
told them otherwise. 

Finally, some latched onto the 
meta-analysis aspect of the report. 
ABC's Peter Jennings blasted the 
Brind study, saying, "It is not 
original research, but an analysis of 
23 earlier studies." 

Further, he explained, "the Na¬ 
tional Cancer Institute says those 
individual studies were actually 
inconclusive, and because of that, 
various other scientists say today the 
(Brind) report is flawed.” 

“Well, Duh!” to borrow the term young folks use these 
days to mean: “Of course, you dummy!” The whole 
purpose of a meta-analysis is to lump together studies 
that individually are not conclusive, in hopes that 
together they may lead to a conclusion. 

Funny thing, when the Glantz meta-analysis came out, as 
well as both of the EPA passive smoking reports, ABC 
relayed the results on all three occasions to their viewers 
without once mentioning that there was a problem in meta- 
analyses or, indeed, criticizing the studies in any way. 

What makes this whole thing so bizarre is that breast 
cancer, like AIDS, is one of those issues with which the 
media are normally obsessed. Publish a study showing a 
correlation between increased risk of breast cancer and 
exposure to any man-made chemical and reporters will 
knock down your door. But Dr. Brind’s work tied it to 
another sacred cow of the media, the claimed right to an 
abortion — and they just wanted to knock his brains in. ■ 
Michael Fumento is a science correspondent for 
Reason magazine. 


Publish a study showing a 
correlation between 
increased risk of breast 
cancer and exposure to any 
man-made chemical and 
reporters will knock down 
your door. But Dr. Brind's work 
tied it to another sacred cow 
of the media, the claimed 
right to an abortion — and 
they just wanted to knock his 
brains in. 
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t wasn't the wedding they had always 
planned. And, it wasn’t at the time or place 
they had planned. The wedding took place 
at 1 a m. in a hospital room at Forsyth Memorial 
Hospital. Lyle Smith, senior manager in RJR’s 
business information department, and his bride 
exchanged vows with Lyle sitting on the edge of 
the bed, sick, weak and near death from months 
of liver problems. As the chaplain said, “I now 
pronounce you man and wife," an ambulance 
pulled up outside Forsyth Hospital to take Smith 
to Chapel Hill, N.C., where he hoped to undergo 
lifesaving surgery. 

A donor match had been found, and a liver 



RJR employee Lyle Smith has been back on the job for almost 
two years after undergoing liver transplant surgery to survive a 
rare liver disease. 



transplant awaited Smith. Without a liver 
transplant, doctors believed Smith had only days 
to live. Smith had a critical liver condition 
caused by a hereditary enzyme deficiency called 
Alphal-Anititrypsin. A transplant was Smith’s 
only chance for survival — his only road to 
recovery. 

"We had already planned to get married the 
next day in the hospital chapel, but we wanted 
to go ahead and marry before I had surgery when 
the call came in that a donor match had been 
found,” Smith says, 

The plan for surgery didn’t work out. Smith 
recalls, "The liver that was brought to Chapel 
Hill was compromised, so the transplant was 
called off. I was admitted to the hospital in 
Chapel Hill in hopes of finding another donor. 
The nurses found out we’d just gotten married, 
and they gave me a private room so my wife Del 
and 1 could have some privacy. They served us 
Coke in an ice bucket and made a fuss over us. 
They were very thoughtful,” 

Del was to celebrate her birthday a few days 
later. Her birthday wish was a liver transplant 
for Lyle. At 5 p.m. on her birthday, her wish 
came true, and Lyle was notified a donor had 
been located. The next morning, Lyle received 
this liver and underwent transplant surgery that 
lasted 14 hours. 

Two years have passed since those touch-and- 
go days. Today, Smith is back on the job at 
Reynolds Tobacco Co. And, he and his wife have 
settled into their marriage and a new home. 

A father's gift 

F ather’s Day took on a truly special meaning 
for Norman Leak in 1985. His father, Odell 
Leak Jr., a control room "B” operator at 
Whitaker Park, gave him the gift of life by 
donating one of his kidneys to Norman. 

“For me, there was no choice,” Odell Leak 
says. “I would face any risk to enable my son to 
live a longer, fuller life,” 

Odell made the decision to become an organ 
donor when he and his wife learned of his son’s 
kidney problems. Norman was 10 years old then. 
Nine years later, Odell made possible Norman’s 
first kidney transplant. The surgery was not 
without complications, but both father and son 
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made it through. 

“I tried to be in the best physical shape pos¬ 
sible before the surgery,” Leak says. "I wanted to 
be strong before and after surgery. Jogging and 
getting plenty of exercise helped me recover.” 

By donating a kidney to his son, Leak gave 
Norman a chance to live. “My goal all along was 
to graduate from college,” Norman says. "I’m 
proud to say that despite my medical situation, I 
was able to graduate from A&T University with 
the support of my professors and family." 

In the years that followed Norman’s transplant, 
his body rejected his father’s kidney. He under¬ 
went a second transplant, which his body again 
rejected. Norman is now on the transplant list 
again waiting for a donor and is having dialysis 
three times a week. 

“I take care of myself, and luckily dialysis is 
not too hard on my body," Norman says, “But it 
does take a toll on your life and your outlook.” 

Long waiting list 

Thousands of Americans needing organ 
transplants die waiting for transplants. Accord¬ 
ing to the Regional Organ Procurement Agency 
(ROPA), 30 percent of people awaiting organ 
transplants in America die because of the organ 
donation shortage. Every day eight to 10 Ameri¬ 
cans die because an organ was not donated in 
lime. 

Both Odell Leak and Lyle Smith support organ- 
donation programs without question. Both 
emphasize, however, that being willing to be a 
donor is only the first step. "People who decide 
to become donors must share that decision with 
their immediate families,” Leak says. 

"Discussing the possibility of organ donation 
will reduce stress for your family should a 
tragedy occur,” Leak explains. . 

Who to contact 

"Studies have shown that most Americans 
believe in organ donation, however, they don’t 
make their wishes known to their family,” Smith 
says. “For the medical community to consider 
people as donors, the family has to know of your 
intention and feel comfortable carrying out your 
wishes.” 

If you would like more information concerning 
organ donation, here’s a list of contacts: 



Odell Leak Jr. of Whitaker Park gave his son a 
chance to live by donating one of his kidneys 
to his son. 


• Call the N.C. Department of Motor Vehicles at 
[910) 761-2258 or (910) 761-2259. You can sign 
up to be an organ donor when you renew your 
N.C. drivers' license; 

• Call 1-800-24-DONOR to order a donor card; 

• Or call the Coalition on Donation 1996 at (800) 
833-3002. Michael Jordan of the Chicago Bulls 
has endorsed this organ-donor program. 

People who sign up to become donors through 
the organization can get a Michael Jordon 
poster for the shipping cost of $3.75 per poster. 
To get a donor card and request a poster, call 
the Coalition’s 800 number. 

“Without my transplant and the support of my 
family, friends and coworkers, I wouldn’t be 
alive today,” Smith says. 

Leak echoes Smith’s dedication to organ . 
donation. “I had a great sense of peace about my 
decision to give my son a kidney,” Leak says. 
“When the choice becomes personal, you know 
that there is no other choice. The waiting lists 
are growing every day. Everyone should consider 
becoming a donor. If you can save someone 
else’s life, what greater gift could you give in 
your lifetime?” ■ 
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If it’s in the air or water, touches the land, can jeopar 
dize employee safety, has special shipping or handling 
requirements, reduces waste or is recycled, you can bet 
RJR’s environmental, safety and emergency services 
department is involved. 

This group of 160 men and women, including 108 
Wackenhut team members, are the backbone of the 
company’s intense efforts to provide a safe environment 
for RJR employees and the people who live and work 
around our facilities. v 

Since it was established almost 70 years ago, the depart 
ment has evolved to include a wido range of activities to 


ensure the safety of employees while providing a compre 
hensive approach-to company environmental issues. 

Our outstanding improvements in safety and our 
excellent environmental track record have come about 


through the hard work and dedication of a lot of people 
throughout the company, especially those who serve on 
our central health and safety committees,” says Don 

yice^presi^ent^o^engineering.^ln^addition, we 
gyj®ipng Justory' of management leadership and 


, a.mjilti-faceted organization with teams dedicated 
t o;‘saf eWfinAustria! hygiene; solid and hazardous waste 



RJR’s'plarits and.thpcerijtral!^ 
VAj ^emergency services gtoup/vs: 
/environmental' safety arid ent 
■ .•^/'EmployeeR know theycflt£c 
itral group of safety jrrofcjjjjr 
;nujjustrjal tiygienisls here a " 
/in disuse,experts in cv>tv a 


[ nil ro 



etwcen 


CtOT Of 





t i 






. V\v 



i! I -a. 

v i ■y.'* ■ . 




m 


RJR employ 


to contain a c 


used in our 


3n*«- 


y 

\ 


r */^*w»* 





f$Vv 





















































Creating strong trade partnerships 



Strengthening RJR 
Tobacco’s trade 
partnerships by 
incorporating RJR’s 
performance objec¬ 
tives into the 
company’s trade 
program will continue 
to be the focus of the 
RJR trade marketing 
department for 1997. 

This project, called 
the Partners Program, 
has involved refor¬ 
mulating incentive 
programs for both 
retail and wholesale 
customers to make 
the programs more 
RJR brand perfor¬ 
mance driven. The 

RJR employees Jack Borgen (left) and objective of the 
Diane Faust created materials for the Partners Program is to 
RJR Partners Program , an incentive tea j m 'JP , wlt ! re * al 0rs 

initiative to strengthen RJR’s trade . 'wholesalers to 

partnerships. increase business 

between retailers and 
wholesalers and R.J. Reynolds Tobacco Co. 

“In the past, we had never tied our retail and 
wholesale incentive programs directly to RJR’s 
sales and share-of-market performance,” says 
Bryan K. Stockdale, vice president of retail/ 
wholesale trade marketing. "In 1995, we began 
linking our brands’ performance within each 
trade customer’s business to our own 
company’s objectives. We’ve been very 
pleased with the resulting increased 
focus on our products. 

^- "It becomes a win-win 

situation,” says Stockdale. “If 
we make more profit from 
^J increased sales/share, our 

customers earn more money." 
/ While RJR has historically 
PSE gg y enjoyed terrific customer relations, 
the company has now seen those 
relationships develop into more of a 
“partnership” since the implementation of the 
Partners Program. Both the customer and RJR are 
striving to achieve the same goals and objectives. 
“At the end of the day, this department’s role is 
to support the efforts of our brands,” Stockdale 
says. “Program objectives may vary from year to 
year, but the primary objective of rewarding 
progress against improved RJR brand perfor¬ 
mance will remain constant. 

“We want our customers to describe RJR as ‘the 
only true [unbiased) category advisor to the 


trade,’ which is the vision statement we devel¬ 
oped in 1994,” explains Stockdale. 

The Partners Program selling tools were 
developed by Jack Borgen, Diane Faust and Marc 
Kruth, RJR’s three national managers - sales 
applications. 

Borgen says, "Our rationale for this vision is 
quite simple. Whenever one of our wholesalers 
or retailers is faced with a decision regarding 
anything related to cigarettes, we want them to 
contact RJR for advice. Using our knowledge and 
expertise, our field sales team can help trade 
customers make the most profitable decision on 
subjects such as: promotions, brand mix, 
merchandising and strategic planning, while at 
the same time, protect what is in RJR’s best 
interest.” 

Stockdale says his team has developed out¬ 
standing profitability practices in the Partners 
Program to use with RJR’s direct accounts and 
retail customers. 

Faust says, “The tools we’ve developed help 
our customers understand how to got the most 
value out of the entire cigarette category — from 
sales profits to manufacturers’ incentive 
programs.” 

“The partnership and teamwork approach is 
working,” says Stockdale, “And attitudes and 
relationships among the RJR sales team and the 
trade partners has continued to improve as more 
emphasis and importance is placed on the 
customer and total profitability.” 

And what will the future bring? 

“Our redefined focus will continue to help the 
wholesalers and retailers become more total- 
profitability conscious rather than single cat¬ 
egory/product profit driven,” Borgen says. 

“In other words, by tying our brand perform¬ 
ance to their incentives, our partners put addi¬ 
tional focus on areas important to RJR as well as 
subjects of importance to the entire tobacco 
industry," Stockdale says. “In 1997, we will be 
emphasizing topics such as volume risks associ¬ 
ated with cigarette/tobacco store growth, the 
impact cigarette sales have on other retail 
merchandise and what’s happening with PDA 
regulations, 

"Also, RJR’s marketing and field sales depart¬ 
ments will continue to educate our trade cus¬ 
tomers with an increased level of information on 
a variety of subjects,” Stockdale says. 

“We’ve reached the point where paralleling our 
objectives will create stronger partnerships with 
our direct accounts and retailers,” says Faust. “It 
all comes down to being recognized as an 
‘indispensable partner’ to as many retailers and 
wholesalers as possible. We believe RJR is on the 
right track to gain our trade customers’ loyalty.*’ ■ 
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TCC launches Aspen in Tanzania 


RJR International's Aspen cigarette brand has 
been launched in Tanzania, marking the first 
international cigarette brand to be made in 
Tanzania. 

In December 1995, RJR acquired a significant 
interest in the Tanzanian Cigarette Company 
(TCC], a leading cigarette manufacturer in 
Africa. This marked the largest private-sector 
investment in Tanzania since the country 
attained independence in 1961. 

Recently, Aspen was introduced to the Tanza¬ 
nian cigarette trade in a presentation by Didier 
Balzarelti, sales and marketing director of TCC, 
and translated into Swahili by Mr. Roger 
Kibakaya, zone marketing manager. The trade 
event included a factory tour and complimentary 
Aspen samples for dealers. High interest among 
the trade resulted from Aspen being the first 
cigarette produced in Tanzania with interna¬ 
tional manufacturing standards. 

At a public ceremony celebrating the official 
launch of Aspen, TCC Chairman and CEO 
Natwar Gotecha and Deputy CEO T.R. Katunda 
welcomed Frederick Sumaye, the Tanzanian 
prime minister; Dr. Abdallah Kogoda, the 
minister for industries and trade; members of 
diplomatic missions; and representatives of 
major local news media. The guests were given a 
tour of the TCC factory, showcasing recently 
upgraded tobacco-blend processing units, a 


newly installed quality assurance lab, and the 
new cigarette making and packing machines. 

Natwar Gotecha described the Aspen launch as 
both symbolic and strategic 
for TCC. "It marks the first _ 

anniversary of a major A 
pioneering investment by a 
multinational in Tanza- 
nia," he said. He stressed 

the substantial invest- V-: 


ments made by RJR in 

the past year in such jig 

areas as technical and 

management training; JTSff 

equipment and factory 

improvements; sales, 

marketing and distri- / •'•'. - 

bution; and develop- 

ment of export 

business. “Aspen . 

represents the 

fulfillment of a key 

commitment by RJR and ' 

TCC," Gotecha added. 

Prime Minister Sumaye spoke to the employ¬ 
ees at the TCC factory, explaining the impor¬ 
tance for the country of partnerships with 
multinationals such as RJR, which contribute to 
the country’s development through tax revenues 
and technology transfer. ■ 


RJR tops in customer satisfaction 


A recent Fortune magazine article reported on 
a study conducted by the University of Michigan 
and the American Society for Quality Control 
which ranked 206 U.S. companies in cus- tomer 
service. RJR was one of the few that ini- » 
proved in customer-service satisfaction, 

The tobacco industry as a whole was 
rated with a 77 percent customer- 
satisfaction rate. RJR beat the industry jS§3i£ 
average and came in al 84 percent, an 
increase of 3.7 percent. 

Philip Morris rated 

79 percent and had a 

customer satisfaction 

drop of minus 2.5 percent. 4®,, 

Joe Inman, viee president of 
manufacturing, says, “When the 
results of this study were reported 
in Fortune, we were pleased. 

Customers ranked Reynolds 


Tobacco's level of customer service significantly 
above the national average. And, on top of that, 
we were one of the few companies in the whole 
survey to be recognized with an increase. This 
reinforces our belief that everyone here at RJR 
works for smokers.” 

Of the 206 companies in the survey, only 71 
improved. RJR showed a 
marked improvement of 3.7 
percent of positive change in 

( customer satisfaction from 1995 

ratings. 

Results of this study were reported 
in the Feb. 3,1997, issue of 
Fortune magazine. ■ 
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). Cravcr - 30 



H. Gaston - 30 



G. Snyder - 30 



N. Denny - 25 



K. Faulkner - 20 


SERVICE AWARDS 

35 YEARS - JANUARY 

John P. Barron 

Mechanical perforating 

30 YEARS - JANUARY 

Ralph E. Barrow Jr. 

R&D planning/administration 

Ronald D. Carter 

No. 603 processing 

Kenneth R. Childers 

Tobaccoville making 
and packing 

James E. Craver 

Product development 

Kenneth A. Davis 

Quality assurance 

Roosevelt Gaston 

Whitaker Park making 
and packing 

Sheila U. Kepley 

R&D personnel 

Marla J. Millner 

R&D process technology 
and development 

A.E. Nlcoloro 

Sales 

E.S. Oakes 

Whitaker Park material 
control/export 

D.C.Reed 

Sales 

Fred R. Smith Jr. 

Tobaccoville making 
and packing 

Gary C. Snyder 

Operations technical 
training 

25 YEARS - JANUARY 

M.M. Ayers Jr. 

Sales 

D.L. Bomgardner 

Sales/marketing 
human resources 


R.A. Cobb 

Sales 

Norman K. Denny 

Brook Cove prizing 

Boyd T. Hendrix Jr. 

Tobaccoville utility plant 

L.J. Smith 

Sales 

20 YEARS - JANUARY 

William L. Cain 

Trucking general 

Kenneth E. Faulkner 

Brook Cove Storage 

Lee E. Gaskins 

Trucking general 

Steven T. Gordon 

C02 production 

Henry L. Harper 

Trucking general 

Robert J. Hayes 

Operations technical training 

C.P. Joiner 

Operations planning 

Owen M. McGuire 

Trucking general 

Alden F. Miller Jr. 

International R&D 

Dicky W. Minor 

Trucldng general 

Jimmy L. Patterson 

Aviation 

J.M. Poe 

Sales 

Sandra A. Reid 

Purchasing 

Sharon G. Reid 

Sales/marketing 
human resources 

J.J. White 

Sales 

15 YEARS-JANUARY 

John G. Barnhardt 

Trade marketing 

Ralph D. Bond 

Sales 


Ronnie L. Booher 

Sales 

Charmalne D. Breedlove 

Sales 

Richard D. Brent 

Sales 

Janet W. Buckner 

Trade marketing 

Stanley B. Driskell 

Sales 

William J. Duffy Jr. 

Trade marketing 

James W. Duran 

Corporate affairs 

John J. Ellegate 

Sales 

Kathryn A. Fairchild 

Sales 

Timmy E. Hassler 

Finance/leaf/packaging 

systems 

James E. Herhold 

Sales 

Jeffrey K. Jandes 

Sales 

Kermit P. Page 

Sales 

Bonnie R. Reese 

Consumer relations 

MarcyL Richards-Twardowski 

Sales 

Rose S. Roche 

Sales 

William J. Roth 

Sales 

Dominic M. Scirrotto 

New business development 

Annie M. Smith 

Public issues 

John A. Valenzuela 

Manufacturing automation 
systems 

Robert F. Wallace 

Sales 

James A. Wass 

Sales 
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Andrew F. Wojclechowski 

Sales 

Larry G. Young 

Sales 

10 YEARS -JANUARY 

Glenn J. Ballenger 

Sales 

Douglas M. Campbell 

Sales 

Timothy P. Carpenter 

Sales 

David N. Chennault 

Sales 

Donn J. Davlno 

Sales 

Michael D. Finley 

Sales 

Janice M. George 

Sales 

Kathleen J. George 

Sales 

Melanie A. Gray 

Sales 

Donald D. Grout 

Safes 

Nancy A. Hagedorn-Fidler 

Sales 

Russell R. Hancock 

Sales 

Randall L. Henson 

Sales 

Brent R. Jorgenson 

Sales 

Vera Karapasha 

Sales 

Zara S. Karp 

Sales 

John J. Kerlgan Jr. 

Brand management 

Jerry D. Knott 

Sales 

Mark A. Kurdzel 

Sales 

Brett L. Mealhow 

Sales 


James O. Melvin 

Sales 

Travis Moore 

Sales 

Lorraine J. Nowicki 

No, 200 metals 

Donald B. Rader 

Sales 

Roselyn A. Ratcliff 

Sales 

Jeanne A. Rice-Bjerke 

Sales 

Jeffrey C. Russell 

Sales 

Kevin D. Sizemore 

Quality assurance 

Mitchel M. Skaff 

Sales 

Mark W. Starblrd 

Sales 

Timothy J. Thompson 

Sales 

David J. Tosches 

Sales 

Pete G. White 

Sales 

5 YEARS - JANUARY 

Debra J. Cobb 

Sales 

Roxanne A. Reaume 

Sales 

Jerome A. Reed 

Sales 

Lori J. Scroggins 

Sales 


PROMOTIONS AND 
APPOINTMENTS 

BRAND-MEDIA-DIRECT 

MARKETING 

Lawrence W. Clayton 

to senior marketing manager 

Cary D. Jennings 

to manager - marketing 
operations 


Lucy W. Russell 

to manager - brand database 
program support 

BUSINESS STRATEGY 
AND PLANNING 

Stephanie H. Fields 

to assistant information 
manager 

Frank G. Petto 

to senior information manager 

John K. Richardson 

to information manager - 
area operations 

INFORMATION 

RESOURCES 

Kathy J. Hall 

to systems technical 
specialist III 

Randy L. Humphrey 

to senior systems technical 
specialist 

Sandra L. Turpin 

to systems technical 
specialist UI 

Mark T. Wall 

to senior systems technical 
specialist 

Gregory W. West 

to senior systems technical 
specialist 



P, Joiner-20 



A. Miller Jr. - 20 


MANUFACTURING 
FACTORY SERVICE 

Patsy J. Fulp 

to production services 
attendant 

Carl R. Keaton 

to production services 
attendant 


MANUFACTURING 
MAKING AND PACKING 

Barbara O. Banner 

to packing machine operator - 
GDX-1 ► ► ► 
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People 



(continued from page 13) 

Margaret M. Bates 

to making machine operator - 
Protos 

Betty H. Bennett 

to packing machine operator - 
GDX-500 

Lonnie C. Bennett 

to making machine operator - 
Protos 

Wanda S. Doss 

to packing machine operator - 
GDX-500 

Barry R. Ferris 

to making machine operator - 
Protos 

Kevin B. Gordon 

to making machine operator - 
Protos 

Joseph T. Holt 

to packing machine operator - 
GDX-2 

Leo R. Johnson 

to packing machine operator- 
GDX-1 

Danny R. McHone 

to packing machine operator - 
GDX-1 

Larry T. Meachum 

to packing machine operator - 
GDX-2 

Robert A. Redd 

to packing machine operator - 
GDX-1 

Judy L. Roberts 

to packing machine operator - 
GDX-2 

Katrina L. Smith 

to making machine operator - 
Protos 

Margie L. Turner 

to packing machine operator - 
GDX-1 

E.K. Walser 

to Protos and KDF specialist 


MANUFACTURING 

PRIMARY 

Johnny C. Catlett Jr. 

to IVO/CRT operator 


Patricia J. Dunn 

to IVO/CRT operator 

Gerald W. Fowler 

to IVO/CRT operator 

Nlta N. Keasler 

to primary operator “B” 

Elizabeth P. Norman 

to IVO/CRT operator 

Eddie J. Reynolds 

to tobacco cutting attendant 

Edward R. Weatherman 

to primary operator "B” 

MANUFACTURING 
TOBACCO PROCESSING 

Patricia B. Holiday 

to sheet machine operator “B” 

Gary B. Wall 

to sheet machine operator "A” 

PUBLIC ISSUES 

Frank G. Lester 

to senior issues coordinator 

Mark D. Smith 

to manager - public issues 

PURHASING 

Stephen A. Lail 

to promotion material manager 

QUALITY ASSURANCE 

John G. Fogle 

to quality assurance 
technologist III 

Richard H. Pegram 

to quality assurance 
technologist III 

RESEARCH AND 
DEVELOPMENT 

Ray N. Baker 

to senior R&D technologist 

Paul F. Bernasek 

to senior R&D associate 

James H. Corn Jr. 

to toxicologist II 


Paul D. Early Jr. 

to senior R&D system designer 

Linda C. Fulk 

to principal administrative 
assistant 

Alvaro Gonzalez-Parra 

to senior staff R&D chemist 

Ann H. Lindsey 

to senior administrative 
assistant 

Tony R. Montgomery 

to senior pilot plant technician 

Jo A. Peay 

to executive assistant 

David M. Peele 

to senior manager - 
agronomic R&D 

Dale B. Poindexter 

to senior staff R&D chemist 

Judy M. Rutledge 

to master technician 

Cynthia S. Stigall 

to executive assistant 

Oscar W. Winslow 

to farm manager 

RJR PACKAGING 

Robert S. Gray 

to technologist I - packaging 

Shirley A. Hairston 

to carton inspector/stacker - 
packaging 

Eric T. Hunt 

to technologist I - packaging 

Jackie R. Rucker 

to rotogravure press operator 

SALES 

Earl Kfght III 

to division sales manager - 
Northeast sales area 

Ralph E. Metcalf 

to division sales manager - 
Midwest sales area 
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SAVINGS BRANDS 

Carol W. Russell 

to senior marketing manager 

SPORTS MARKETING 

Derek D. Cude 

to Sports Marketing Enterprises 
assistant 

Roy D. Dawson 

to manager - Sports Marketing 
Enterprises 

Joseph J. Gohn 

to assistant manager - Sports 
Marketing Enterprises 

Joel S. Pruett 

to Sports Marketing Enterprises 
assistant 

Mark F. Rogers 

to Sports Marketing Enterprises 
assistant 

Christopher T. Southern 

to Sports Marketing Enterprises 
assistant 


IN MEMORIAM 

Wanda M. Cope 

41, a principal production 
assistant at Tobaccoville 
maintenance general, died 
Dec. 27,1990. A resident of 
Walnut Cove, N.C., she had 
23 years of service with the 
company. 

Marian B. Joyce 

37, a chemist II in product 
development and assessment at 
research and development, 
died Dec. 28,1996. A resident 
of Pfafftown, N.C., she had 11 
years of service with the 
company. 


SEASONAL SERVICE 
AWARDS 

(The following employees have 
completed seasonal years 
rather than continuous years. 
Seasoned service awards are 
listed in Caravan once a year.) 


35 YEARS 

Brook Cove Processing 

Mary L. Coley 
Mary L. Mabe 
Dorothy E. Mounce 
Angelina Nelson 

30 YEARS 

Brook Cove Processing 

Patricia H. Hayden 
Agnes M. Sardler 

25 YEARS 

Brook Cove Processing 

William M. Booth 
Helen M. Hopkins 
Doris M. Mabe 
Mitzle B. Mooney 
T.K. Rogers 
William E. Wicker 

15 YEARS 

Brook Cove Processing 

Floyd G. Baker 
Michael L Bullins 
Stanley D. Cardwell 
Angela M. Cox 
Garry M. Cox 
Larry J. Flinchum 
Timothy M. Mabe 
Timothy R. Marshall 
Mark Mathis 
Charles R. Matthews 
Ralph W. Mitchell Jr. 

Jimmy D. Rogers 
Sandra J. Watson 




W. Booth ■ 25 D. Mabe - 25 



M. Mooney - 25 T. Rogers - 25 



W. Wicker - 25 


10 YEARS 

Brook Cove Processing 


Wanda B. Hairston 
Rebecca P. Marsh 
Chad D. Middleton 
Vera M. Webster 
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Team Winston dragster in victory circle 

In the debut of the Team Winston drag racing team, rookie driver Gary Sceizi piloted the Team Winston Top Fuel 
dragster to victory circle with a thrilling win over NHHA Winston Drag Racing veteran foe Amato in the finals of the 
Chief Auto Parts Internationals on Feb. 2. During qualifying, Sceizi ran the quarter-mile in 4.620 seconds at 314.79 
mph making him the quickest and fastest rookie in NHRA IVinsfo/t Drag Racing history. With his win, Sceizi became 
the first rookie to win his first national event since 1990. Whit Bazemore is the owner/driver of the Team Winston 
Funny Car which also competes on the 23-event NHRA Winston Drag Racing tour. 
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